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ABSTRAK

Penelitian ini bertujuan untuk menganalisis secara mendalam sejauh mana
pengaruh endorsement influencer, online customer review, dan persepsi kualitas
mampu membentuk keputusan pembelian konsumen terhadap produk Skintific
melalui platform TikTok Shop. Menggunakan pendekatan kuantitatif dengan desain
penelitian deskriptif, studi ini melibatkan 100 responden yang telah melakukan
pembelian produk Skintific. Pemilihan sampel dilakukan secara purposive
sampling dengan mempertimbangkan kriteria tertentu yang merujuk pada metode
Lameshow, guna memastikan keterwakilan yang memadai. Data diperoleh melalui
penyebaran kuesioner tertutup yang sebelumnya telah diuji validitas dan
reliabilitasnya. Teknik analisis data yang digunakan meliputi pengujian validitas
dan reliabilitas instrumen, uji asumsi klasik, regresi linier berganda, serta pengujian
hipotesis melalui uji t dan uji F. Hasil penelitian menunjukkan bahwa endorsement
influencer memengaruhi keputusan pembelian sebesar 30,1%, diikuti oleh online
customer review sebesar 18,3%, dan persepsi kualitas sebesar 26,9%. Secara
keseluruhan, ketiga variabel bebas ini menjelaskan 77,5% varians yang terjadi
dalam keputusan pembelian konsumen terhadap produk Skintific di TikTok Shop.
Dengan demikian, dapat disimpulkan bahwa ketiga faktor tersebut berkontribusi
secara signifikan dan positif baik secara parsial maupun simultan terhadap
keputusan pembelian.

Kata kunci: Endorsement Influencer, Keputusan Pembelian, Online Customer
Review, Persepsi Kualitas.



ABSTRACT

This study aims to analyze in depth the extent to which influencer endorsement,
online customer reviews, and perceived quality are able to shape consumer
purchasing decisions for Skintific products through the TikTok Shop platform.
Using a quantitative approach with a descriptive research design, this study
involved 100 respondents who had purchased Skintific products. The sample
selection was carried out using purposive sampling by considering certain criteria
referring to the Lameshow method, in order to ensure adequate representation.
Data were obtained through the distribution of closed questionnaires that had
previously been tested for validity and reliability. Data analysis techniques used
included testing the validity and reliability of the instrument, classical assumption
testing, multiple linear regression, and hypothesis testing through t-tests and F-
tests. The results showed that influencer endorsement influenced purchasing
decisions by 30.1%, followed by online customer reviews by 18.3%, and perceived
quality by 26.9%. Overall, these three independent variables explain 77.5% of the
variance that occurs in consumer purchasing decisions for Skintific products on
TikTok Shop. Thus, it can be concluded that these three factors contribute
significantly and positively both partially and simultaneously to purchasing
decisions.

Keywords: Influencer Endorsement, Online Customer Review, Perceived Quality,
Purchase Decision.
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